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Re:  PT MULTIMEDIA-Servigos de Telecomunicagdes e Multlmca
S.G.P.S,, S.A. (File No. 82-5059)
Ongoing Disclosure Pursuant to Rule 12g3-2(b) under the Securities
Exchange Act of 1934

Ladies and Gentlemen:

On behalf of PT MULTIMEDIA-Servicos de Telecomunicagdes e
Multimédia, SGPS, S.A. (the "Company") and pursuant to the requirements of Rule
12g3-2(b) under the U.S. Securities Exchange Act of 1934, as amended (the
"Exchange Act"), [ hereby furnish this letter, with an exhibit hereto, to the Securities
and Exchange Commission.

Pursuant to Rule 12g3-2(b)(1)(1i1) under the Exchange Act, enclosed is a copy
of the document listed below, which constitutes information that the Company has
recently made public pursuant to the laws of Portugal:

1. A press release announcing the Company’s audited results for the first
half of 2002.

If you should have any questions or comments, please call the undersigned at
00-351-21-782-4725.
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PT MULTIMEDIA reports audited results for the first half of 2002

Lisbon, Portugal, Septembher 10, 2002 - PT Multimedia today announced audited results for the first
half of 2002. Consolidated revenues amounted to EUR 327 million, which compares with EUR 285 million
for the first half of 2001. Consolidated EBITDA reached EUR 33 million, which compares with EUR 18
million for the first half of 2001.

Relative to pro-forma financial statements for the first half of 2001, in which Deltapress is excluded from
the consolidation, consolidated revenues showed a 23% growth up from EUR 266 million. In addition,
EBITDA increased by 73%, up from pro-forma EUR 19 million EBITDA for the first half of 2001, mostly
due to TV Cabo's performance.

During the first half of 2002, TV Cabo showed a very positive performance. When compared with the
same period last year, the pay-TV client base rose by 16%, the pay-to-basic ratio increased 10.7 pp, the
number of broadband Internet access subscribers nearly tripled, and revenues grew by 36%. TV Cabo's
EBITDA almost doubled, amounting to more than EUR 30 million, while its EBITDA margin reached
nearly 18%, a 5.3 pp increase over the first half of 2001. In addition, during the first six months of 2002,
TV Cabo reached, for the first time in its history, the break-even point in terms of Net Income, and
reduced the difference between EBITDA and CAPEX to negative EUR 1.4 million.

KEY HIGHLIGHTS

Financial Results

(Al figures in thousands of Euro}

Pro-Forma % Chg. % Chg.
1H 01 1H 01 1H 02 1H 02/1H 01 1H 02/PF1H 01
Revenues
TV Cabo 126.779 126.779 172.345 35,9% 35,9%
Lusomundo 134.940 116.260 120.451 -10,7% 3.6%
PTM.com 25.428 25.428 37.741 48,4% 48,4%
Adjustments and Holding (2.244) (2.244) (3.109) -38,5% -38,5%
Total 284.903 286.226 327.428 14,9% 23,0%
EBITDA
TV Cabo 15.846 15.846 30.704 93,8% 93,8%
Lusomundo ) 13.148 14.238 7.778 -40,8% -45,4%
PTM.com (6.712) (5.712) (2.395) 58,1% 58,1%
Adjustments and Holding (5.295) (5.547) (3.442) 35,0% 37,9%
Total 17.987 18.825 32.845 81,5% 73,4%
EBIT (14.219) {12.972) (7.085) 50,2% 45,4%
Consolidated Net Income /(Loss) {20.142) (20.142) (78.153) -288,0% -288,0%
Investments, of which: 648.967 648.967 59.208 -90,9% -80,9%
CAPEX - 55.637 55.637 40.069 -28,0% -28,0%
Financial 593.330 593.330 19.137 -96,8% -96,8%
EBITDA -CAPEX {37.650) (36.812) (7.424) 80,3% 79,8%
Net Debt 996.566 998.566 674.173 -32,4% -32,4%
EBITDA Margin 8,3% 7,1% 10,0% 3,7p.p- 2,9 p.p.

! During the first half of 2002, Deltapress was excluded form PT Multimedia's consolidated results, since, on June 20, 2002, the 79.5% stake held by
PT Multimedia in Deltapress was exchanged for a 33.33% stake in VASP. Therefore, for a more accurate analysis, comparisons between the results
for the first half of 2001 and the results for the first half of 2002 wili be based on a pro-forma income Statement for the first half of 2001 that excludes
Deltapress from the consolidation.



Consolidated Revenues: EUR 327.4 million, a 23.0% growth over first half of 2001 results
(excluding Deltapress from the consolidation);

TV Cabo Revenues: EUR 172.3 million, a 35.9% growth over the first half of 2001

Lusomundo Revenues: EUR 120.5 million, a 3.6% increase over the same period last year
(excluding Deltapress from the consolidation). Growth is mainly attributable to the good performance
in the audiovisual business, which increased its revenues by 14.5%. This positive evolution
substantially offset the decrease in media business revenues (4.5%), which was mostly due to the
decrease of spending on advertising in the daily press;

ISP/ASP Services Revenues in Portugal: EUR 34.0 million up 64.3% from EUR 20.7 miilion in the
same period last year. It should be highlighted, however, that the effects of "PRAI" (Proposal for
Internet Access Offer) are only reflected in the current year's revenues;

Portal Services Revenues in Portugal: EUR 2.5 million, a 25.0% growth up from EUR 2.0 million
generated in the same period last year (excluding Infordesporto from the consolidation);

Consolidated EBITDA: EUR 32.6 million, a 73.4% increase over the first half of 2001 (excluding
Deltapress from the consolidation);

TV Cabo EBITDA: EUR 30.7 million, almost twice the results in the first half of 2001. EBITDA
margin for the first half of 2002 was 17.8%;

Lusomundo EBITDA: EUR 7.8 million, while in the same period of 2001 it was EUR 14.2 million. In
spite of the operating cost control measures implemented its results are not yet fully reflected and
Lusomundo's EBITDA decreased due to the EUR 6.1 million drop in advertising spend and the EUR
1.0 million increase in provisions;

PTM.com EBITDA: negative EUR 2.4 million, while in the same period of 2001 it was negative
EUR 5.7 million;

Net Loss: EUR 78.2 million, which compares with a Net Loss of EUR 20.1 million in the first half of
2001. Net Loss for the first half of 2001 reflected an extraordinary gain of EUR 47.8 million. Net Loss
for the first half of 2002 was affects by foreign currency exchange losses in the amount of EUR 11.9
million, accounted for following the disposal of financial investments, and by a provision of EUR 14,1
million created to cover the devaluation risk associated with certain assets held by PTM.com
subsidiaries;

Although, in the first half of 2002, the operating cash-flow after financial charges remains negative,
PT Multimedia reduced its net debt by EUR 67.8 million through the disposal of financial investments.



Pay-TV

% Chg. % Chg.
Pay-TV 2001 1H 01 1H 02 1H02MH 01 1H 02/2001
Homes passed ('000) 2.286 2.240 2344 4,6% 2,5%
Homes with two-way capacity {'000) 1.439 1.050 1.803 1,7% 25,3%
Subscribers ('000) 1.160 1.060 1.231 16,1% 8,1%
Cable 936 884 974 10.2% 4,1%
DTH 224 176 257 46,0% 14,7%
Premium Subscriptions ('000) 736 593 820 38,3% 11,4%
Sports 335 275 375 36,4% 11,9%
Movies 173 136 183 34,8% 5.8%
Adult 48 42 45 7.1% -2,2%
Other 181 140 217 55,0% 19.9%
Penetration rate (Cable) 45,2% 43,5% 48,0% 2,5p.p. 0,8 p.p.
Pay to basic ratio 63,4% 55,9% 66,6% 10,7 p.p. 3,2 p.p.
ARPU (EUR) 18,2 17,8 18,8 5,6% 3,3%

*  Number of homes passed: 2.34 million, 1.8 million of which have two-way capability;
= Cable and DTH subscribers: 1,231 thousand, a 16.1% growth over the first half of 2001,

s Cable TV subscribers: 974 thousand, a 10.2% increase over June 2001. Penefration rate now
stands at 46.0%;

» DTH subscribers: 257 thousand, a 46.0% increase over the first half of 2001;

= Premium channel subscribers: 820 thousand, a 38.3% increase over June 2001. Pay-to-basic
ratio now stands at 66.6%;

*  Premium sport channel subscribers: 375 thousand, representing 40 thousand additional
subscribers in the first half of 2002 (11 thousand in the first quarter and 29 thousand in the second
quarter), due to the broadcast on an almost exclusive basis of the 2002 FIFA World Cup;

*  Premium movie channel subscribers: 183 thousand, a 34.6% increase over the first half of 2001,
which is mainly attributable both to the continuous improvement in programming and to the fact that,
in December 2001, TV Cabo started to offer the Disney Channel, reserving access to this channel
only to its premium movie channels subscribers;

* Pay-TV ARPU: EUR 18.8, a 5.6% growth over the first half of 2001 and a 3.3% increase over ARPU
figures for 2001 (EUR 18.2).



Lusomundo

% Chg. % Chg.
Lusomundo 2001 1H 01 1H 02 1H02/1H 01 1H 02/2001
Audiovisuals
Tickets Sold (000) 8.582 4.165 4.283 2,8% n.m.
Lusomundo Cinemas 1.894 876 903 3,1% n.m.
Wamer Lusomundo - Portugal 6.688 3.289 3.380 2,8% n.m.
Average Altendance Rates
Lusomundo Cinemas 21,2% 21,1% 19.7% -14 p.p. -2,5p.p.
Wamer Lusomundo - Portugal 23,0% 23.0% 24,5% 1,5 p.p. 1,5p.p.
Media
Readership Rates
Jornal de Noticias 10,1% 10,6% 10,2% 04 pp. 0,1p.p
Diario de Noticias 4.2% 4,4% 4,3% 0,1 pp. 0,1p.p.
TSF Listening Rates 19,8% 19,2% 21,6% 24 pp. 18p.p
(Top and mid management tiers in the Lisban and Porto urban areas)
Average Circulation per Edition
Jomal de Noticias 106.978 108.873 104.316 -4,2% -2,5%
Diério de Noticias 61.119 57.870 55.008 -4,6% -10,0%

Audiovisuals

Tickets sold in Portugal: 4.3 million, a 2.8% increase over the first half of 2001, Average
attendance rates in Portugal stood above 20%;

Audiovisuals revenues: EUR 54.2 million, a 14.5% increase over the same period last year. This
significant growth was still mainly due to the success of Sony PS2 and the DVD format.

Media

Jornal de Noticias {(JN): maintained its leading position in the general press segment. In the second
quarter 2002, JN increased from 1.2% to 1.9% the distance in terms of readership rate that separates
it from its most direct competitor, while maintaining readership rates above 10%;

Diario de Noticias (DN): established its leading position in the “quality” newspapers market
segment, reaching an average readership rate of 4.3%;

Portuguese Edition of the National Geographic Magazine: reached an average daily circulation of
86 thousand copies during the first half of 2002, which represents a 15% increase over figures for
2001 (excluding the first edition);

TSF: reached the highest audience level in its target segment in the last two years: 21.6%;

Advertising Revenues: EUR 38.1 million, a 13.8% decrease when compared with the first half of
2001, mostly due to the decrease in advertising spend in the daily Portuguese press.



Internet

ISP

% Chg. % Chg.
Internet 2001 1H 01 1H 02 1H02/1H 01  1H 02/2001
ISP
Total Subscribers ('000) 880 593 874 47,5% 28,5%
Dial Up Internet Access 616 553 774 39,8% 25,6%
Broadband Internet via Cable 62 38 95 147,0% 53,2%
Broadband Internet via ADSL 2 06 5 733,3% 150,0%
Total Dial Up Traffic (million hours) 36,70 19,20 17,10 -10,9% nm.
PORTALS (million)
Sapo Network
Unique visitors per month (Dec./Jun.} 2,04 1.6 2,07 29,4% 1,5%
Page views per month (Dec./Jun.) 170,8 103,8 183,0 76,3% 7,1%

Number of broadband Internet access via cable subscribers: 95 thousand, an increase of 33
thousand from December 2001 and over 2.5 times June 2001 figures.

Number of dial-up subscribers: 774 thousand, a 39.8% increase over June 2001.

PTM.com's ISP business activities evolved from a multi-brand commercial strategy to focus on only
two brands: SAPO, directed exclusively at the residential market, and Telepac, directed mainly at the
SoHo/SME market;

PTM.com re-launched the free Internet access service under the brand name "Acesso SAPO" in
March 2002, and renovated its pre-paid dial-up service targeted at the residential market under the
brand name "SAPO Pré-pago” in June. Relying on an already well-known brand for both the access
and the portal is expected to result in significant marketing synergies;

On July 8, 2002, PTM.com re-launched the ADSL broadband Internet access service for both the
residential and the SoHo/SME markets. A plug and play ADSL service, “SAPO ADSL.pt", was
launched targeting residential customers and for the SoHo/SME market, a wide range of products
were conceived and marketed under the brand name "Telepac ADSL.pt".

Portals

SAPO’s page views: 183.0 million in June 2002, a 76.3% increase over June 2001.

Unique visitors: 2.07 million, a 1.5% increase over December 2001.



MAIN DEVELOPMENTS

At the PT Multimedia Shareholder Meeting, held on August 2, it was decided that the number of
members of the Board of Directors would increase from 11 to 15, under the terms of no. 1 of article
15 of the Articles of Association.

Pursuant to the decisions taken in this Shareholder Meeting concerning the election of new board
members, PT Multimedia's Board of Directors is currently composed of the following members:

Chairman: Miguel Anténio Igrejas Horta e Costa

Members: Manuel Corréa de Barros de Lancastre; Luis Filipe de Medeiros Cravo Ribeiro; José
Manuel da Graga Bau; Luis Miguel da Fonseca Pacheco de Melo; José Augusto
Castelhano Nunes Egreja; Manuel Antonio Ribeiro Serzedelo de Almeida; Fernando
Maria da Costa Duarte Ulrich; José Pedro Sousa de Alenquer; Joaquim Anibal Brito
Freixal de Goés; Joaquim Francisco Alves Ferreira de Oliveira; Henrique Manuel
Granadeiro; Franquelim Fernando Garcia Alves; Jodo Manuel Larroudé Trigo da Roza,
and José Pedro Salas Pires

Additionally, PT Multimedia’'s Executive Committee currently has the following composition:
Chairman: Manuel Corréa de Barros de Lancastre

Members: Luis Filipe de Medeiros Cravo Ribeiro; José Manuel da Graga Bau; Luis Miguel da
Fonseca Pacheco de Melo, and José Augusto Castelhano Nunes Egreja.

The new PT Muitimedia's Executive Committee has developed a new corporate governance model
for the Company, aimed at (i) reinforcing the executive committee's control of decisions concerning
the subsidiaries, (ii) bringing together the management of the several subsidiaries, ensuring a
coherence approach and improved communication, and (iii} granting more effectiveness and
swiftness to the decision-making process and to the execution of strategic measures. The
implementation of this new corporate governance model can already be seen in the following actions:

o Appointing members of PT Multimedia's Executive Committee to the subsidiaries' Boards
of Directors;

o Simplifying the organizational structures of TV Cabo, Lusomundo, and PTM.com:

*»  PTM.com - operational merger of Telepac and Saber & Lazer (the subsidiary that
operates www.sapo.pt). At present, both companies and the holding itself share
the same Board of Directors and Executive Committee;

= TV Cabo - operational merger of its seven subsidiaries that operate in
continental Portugal and progress towards a full legal merger,;

» Lusomundo - ongoing implementation of the process of corporate restructuring of
its operations, aiming at eliminating the duplication of structures and crossed
participations;

o Substantial reduction in the number of members of the subsidiaries' Board of Directors;

o Creation of Central Directories within the holding company targeting key areas, such as
Technological Management and Information Systems, Business Development and
Strategic Marketing, Negotiation and Purchases, Human Resources, Financial Area, and
Planning and Control, having in view a greater coordination of these areas within the PT
Multimedia Group and the rationalization of structures;

On July 4 and 6, 2002, PT Multimedia reported having been notified that the Lisbon Commerce Court
had upheld as valid the withdrawal of the claims filed with the purpose of declaring null and void the
resolutions of shareholders of PT Multimedia, which approved the last three PT Multimedia's share
capital increases.

Once these court decisions become final and effective, pursuant to paragraph b) of article 25 of the
Securities Code, the PTMW, PTMX, PTMY and PTMZ classes of PT Multimedia shares will be
fungible with the PTM class of shares and all PT Multimedia ordinary shares will be traded as PTM
shares.



On August 9, 2002, PT Multimedia signed an agreement with RTP, the public broadcasting television
network, to sell its stake in Porto TV, the company that produces the NTV channel. RTP will hold
100% of the share capital of this company, as soon as the conditions of the agreement are fulfilled.
Under the terms and conditions of this agreement, the distribution contact established between NTV
and TV Cabo will remain in place and the presence of this news channel in TV Cabo's basic
programming package is guaranteed. This agreement also provides that from 2003 onward, NTV's
remuneration may vary according to its performance measured in terms of audience levels.

On March 8, 2002, PT Muitimedia announced its decision to acquire (“Aquisicdo Potestativa”) the
remaining 4,186,593 ordinary shares of PTM.com that it did not already own. As result of this
acquisition, PT Multimedia now owns 100% of PTM.com share capital. This acquisition also resulted
in the delisting of PTM.com’s shares from trading in the Official Market of Euronext Lisboa and the
loss of PTM.com'’s status as a public company.



OVERALL BUSINESS AND OPERATIONAL REVIEW

PAY-TV

During the first half of 2002, the cable network was further expanded, reaching 2,344 homes passed at
the end of June, a 4.6% growth over June 2001, and covering 63% of homes located in licensed areas.
The number of homes passed with two-way capabilities totalled 1,803 thousand (364 thousand more than
in December 2001), which corresponds to 77% of the total number of homes passed.

Since April 2002, the DTH's platform capacity has been further enlarged, with the usage of a third
transponder "Hispasat 1C".

During the first half of 2002, the total number of pay-TV subscribers reached 1,231 thousand (974
thousand cable subscribers and 257 thousand DTH subscribers), which corresponds to a 16% increase
over the same period last year and a 6.1% increase over year-end 2001. As at June 30, 2002, TV Cabo's
pay-TV market share was estimated at 83.4%.

The total number of cable subscribers reached 974 thousand as of June 2002, which means that 90
thousand more clients were added during the past twelve months, this corresponds to a 10% increase
over June 2001 figures. Compared to figures for December 2001, there was a 4% increase,
corresponding to 38 thousand new additions. This evolution has led to a penetration rate of 46%, 2.5 pp
above figures for June 2001.

Continuous growth of Pay-TV has mostly been supported by the positive performance of DTH service.
The number of DTH subscribers increased by around 46% over the first half of 2001, representing 81
thousand new clients, which led to a total number of 257 thousand DTH subscribers as at June 30, 2002.
Growth was mainly achieved by improving the content of the packages, launching new ones to target
specific market segments, and carrying out an aggressive promotional and advertising campaign. In
addition, in order to improve the number of subscribers to this service, TV Cabo now offers low-cost,
high-quality digital DTH decoders thus reducing by around 15% the consumer price for this equipment.
Furthermore, the new decoders are already capable of offering some interactive services.

During the first half of 2002, the number of premium channel subscribers grew substantially, totalling 820
thousand subscribers in June as result of the addition of 84 thousand new subscribers since January
2002, which corresponds to an 11.4% increase. Due to this positive performance, the pay-to-basic ratio
stood at 66.6%, a 3.2 pp increase over December 2001, and a 10.7 pp increase over June 2001.

The total number of premium sport channel subscribers has increased significantly primarily due to the
broadcast on an almost exclusive basis of 2002 FIFA World Cup (Sport TV only had to share with RTP
the rights to broadcast certain live matches). The total number of Sport TV subscribers increased by 40
thousand new subscribers during the first half of 2002 (11 thousand in the first quarter and 29 thousand
in the second one) from 335 subscribers as of December 31, 2001, which compares with the 29 thousand
new subscribers added during the same period last year.

The total number of premium movie channels subscribers showed a 34.6% growth over the first half of
2001. This performance is mainly due to the improvement in programming and to the fact that, in
December 2001, TV Cabo started to offer the Disney Channel, reserving access to this channe! only to its
premium movie channels subscribers.

Pay-TV ARPU reached EUR 18.8, which represents a 5.6% growth over the first half of 2001, and a 3.3%
increase over ARPU figures for 2001 (EUR 18.2).



IDTV

During the first half of 2002, TV Cabo remained focused on identifying and solving the hardware and
software problems of IDTV set-top-boxes, trying to achieve a stable technological platform in order to
expand this service.

Additionally, the IDTV service was upgraded, in order to make its applications more attractive and
functional. Moreover, market research was conducted and the behaviour of the present subscribers of
this service analysed in order to identify its target audience and its key applications.

Media

Newspapers

NEWSFAPERS - Average Circulation per Edition

Newspapers 2001 1Q02 TH DT 1H 02

Jornal de Noticias 106.978 105.8922 108.873 104.316
Diario de Noticias 61.119 59.348 57.670 55.008
24H 32.061 31.213 31.731 36.676
Publico 55273 53.226 54.359 nd.
Correio da Manha 102.280 97.594 100.969 n.d.
Capital 11.501 8.555 13.086 n.d.

Source: APCT and Lusomundo since March 2002

During the first half of 2002, the average daily circulation of Jornal de Noticias reached around 104
thousand copies, representing a 4.2% decrease when compared with the average daily circulation of the
first half of 2001. This decrease can be accounted for primarily due to the fact that promotional activities
carried out in the first quarter of 2001 in connection with “Porto 2001 — European Capital of Culture” had
a very positive impact on circulation levels during the first quarter of 2001, enabling Jornal de Noticias to
reach daily circulation levels of over 112 thousand copies, and that a similar promotional campaign was
not conducted in 2003.

Diario de Noticias reached an average daily circulation of 55 thousand copies, representing a 4.6%
decrease when compared with the first half of 2001, mostly due to the less significant impact of the
promotional activities carried out in the first half 2002.

In June 2002, the circulation of the newspaper 24 Horas exceeded the 47 thousand copies, surpassing
the 50 thousand copies benchmark in certain editions. This positive performance was achieved on the
back of the success of the promotional activities connected to soccer and the several supplements on
2002 FIFA World Cup published during this period. On average, this newspaper reached a daily
circulation of 36.7 thousand copies during the first half of 2002, a 15.6% increase over the same period
last year.



Readership Rates
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Foliowing a general increase in the press audience levels during the first quarter of 2002, the main
general daily newspapers posted a decrease in the number of readers between April and June. In the
second quarter of 2002:

* Noticias Magazine (the magazine distributed with the Sunday edition of Diario de Noticias and Jornal
de Noticias) maintained the largest audience in Portugal, reaching an average audience level of
11.4%;

= Jornal de Noticias maintained its leading position in the general press segment. In the second quarter
2002, JN increased from 1.2% to 1.9% the distance in terms of readership rate that separates it from
its most direct competitor, while maintaining readership rates above 10%;

= The average audience levels of Diario de Noticias reached 4.3%. Diario de Noticias is now the leader
among “quality” newspapers;

» Following a year of continuous growth, the audience levels of 24 Horas exceeded 150 thousand

readers. This newspaper had an average audience level of 2%, a 0.4 pp increase over the same
period last year.
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During the second quarter of 2002, TSF recorded the highest audience level in its target segment in the
last two years: 21.6%. The difference in terms of audience that separates TSF from the leader in its
target segment now stands at 0.7 pp. This positive performance was mainly attributable to the renovation
of its programming format carried out at the beginning of 2002, when more flexible news schedules were
adopted and more traffic information was introduced.

Magazines

MAGAZINES - Average Circulation per Edition

Magazine 2001 1Q 02 1H 01 1H 02

Grande Reportagem 19.892 17.256 20.892 16.959
Evasbes 24.482 20.645 25.463 22.100
Voita ao Mundo 30.298 33.071 31.203 34.545
Viver com Satde 28.036 24.968 29.682 24.502
Mundo do CD Rom 10.987 12.405 10.759 11.923
National Geographic Magazine 79.873 83.394 88.227 86.112

Source: APCT and Lusomundo since March 2002

During the first half of 2002, the National Geographic Magazine, one of the largest editorial successes in
Portugal in the last few years, reached an average circulation of 86 thousand copies. This performance
represents a 15% growth over 2001 figures, excluding the first edition. Between April and June, the
average circulation of this magazine reached 3.9%, a 0.2 pp increase over the average circulation level of
2001. As a complement to this magazine, a publication dedicated to a more adventurous audience,
National Geographic Adventure, was launched in June.

Grande Reportagem underwent graphical and editorial upgrading in the first half of 2002, and the
average circulation of Volta ao Mundo exceeded the 34 thousand copies.

In July, the decision to close down the magazines Cinemania and Adolescentes was taken as no positive
future return was expected.

Audiovisuals

Film Distribution

During the first half of 2002, Lusomundo distributed 39 new titles, which were responsible for more than
4.5 million admissions to Portuguese movie theatres in the first half of 2002. Among the new titles were
“A Beautiful Mind”, “Asterix & Obelix — Mission Cleopatra”, “Vanilla Sky”, “ Monsters, In¢”, “40 Days & 40
Nights” and “The Scorpion King”, which were responsible for more than 2 million admissions. During the
first half of the year, six of the top ten blockbusters were distributed by Lusomundo.

Cinema Exhibition
During the first half of 2002, Lusomundo's movie theatres in Portugal (Lusomundo Cinemas and Warner
Lusomundo) had 4.3 million admissions, a 2.8% increase over the same period last year.

During the first six months of 2002, the number of Lusomundo Cinemas' movie theatres decreased to 38
screens, following the closing down of two screens, one in Amadora and the other one in Funchal.

During the first half of 2002, Lusomundo's movie theatres in Spain reached 3.2 million admissions, a
13.8% increase over the same period last year. Growth is mainly attributable to the opening of the Oviedo
Multiplex in May 2001, and the Valencia Multiplex during the first quarter of 2002, thus adding 13 screens
to the existing 82. On a comparable basis, the number of admissions had a 9.7% decrease over the first
half of 2001 due to the exhibition of a lower number of blockbusters during the first half of 2002.

Video and videogames
The DVD format remained dynamic posting an 81% growth in terms of sales when compared with the
same period last year, and gradually replacing VHS, whose sales presented a 26% decrease.

Revenues for this business segment were mainly attributable to the release of several popular videos
geared toward a younger audience, such as “Atlantis”, “The Emperor's New Groove” and “Cinderella 11",
and others geared toward an adult audience, such as “Tomb Raider”, “Final Fantasy” and “Pear! Harbour.



In the videogames business segment, and taking into account the fact that almost half a million
households in Portugal own a Playstation, the sale of accessories and videogames such as “Final
Fantasy”, “Metal Gear Solid” and “GT3 (Platinum)” was intensely promoted.

in addition, several marketing campaigns were carried out in order to accelerate the penetration of
PlayStation 2 in the market.

Internet

TV Cabo - Cable Broadband Internet Access

Netcabo, TV Cabo's broadband Internet access service, continued to post strong growth. In June 2002,
this service had 95 thousand subscribers and around 245 thousand users. During the first half of 2002,
33 thousand new subscribers were added, which corresponds to a 53% growth over December 2001.

At the end of June 2002, around 10% of cable pay-TV subscribers had already joined the broadband
Internet access service, which compares with 5% in June 2001. In two-way capabilities areas, 12% of
cable pay-TV subscribers have NetCabo.

During the first haif of 2002, Netcabo ARPU reached EUR 33.2, an 11% increase over the same period
last year. Growth was achieved mostly because TV Cabo took advantage of the window of opportunity in
the broadband Internet access services in Portugal. The Netcabo service added new corporate clients,
and consumption, measured in terms of traffic, has been growing: clients are now exceeding more
frequently the national and international traffic limits included in the basic price, consequently, they are
paying the additional fees.

During this period, TV Cabo continued to invest on the development of additional functionalities of the
Netcabo service, trying to fulfil the needs of its most demanding clients. Therefore, TV Cabo has
launched a wireless solution that allows users to have broadband Internet access anywhere inside their
houses or even in the surrounding areas. Moreover, this equipment gives clients the added possibility of
setting histher own intranet, having Internet access on several PCs or laptops distributed from a sole
access with no need for additional cables.

Regarding specific contents for broadband access, an on-line video store — “Premier” - was launched on
SAPOQ's broadband channel (hitp://speedy.sapo.pt). Premier allows users to watch videos for a charge.
The video rental period, starting from the moment the video is downloaded, may vary between one and
three days. During that period, the user may watch the video as many times as he or she wishes. Premier
is mainly directed at NetCabo customers who use their broadband access to watch the videos with higher
standards of quality and image.

PTM.com - Dial-up Access Service and ADSL Broadband Access Service

In order to leverage SAPQ's leadership position in terms of reach and share of mind, and to achieve a
leadership position in the ISP market, PTM.com has realigned its strategy with the aim of promoting its
access services to particuiar market segments. This realignment is comprised of:

*» Evolving from a multi-brand commercial strategy in the ISP business to focusing on only two
brands: SAPO, directed exclusively at the residential market, and Telepac, directed mainly at the
corporate market;

= Focusing on ADSL broadband Internet access;

= Limiting the access to certain contents and services of the portal SAPO to subscribers of such
content and services. At the same time, certain contents/services were associated to the Telepac
Internet access service and reserved only for Tele